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Abstract 
Given the changing environment in which we live and the many technologies that influence our daily life, it is important to 
know which the people reaction is or how their behaviour and needs evolves. The importance of marketing research, 
including the consumer behavior study, emerges from the fact that they provide valuable information regarding preferences, 
consumption habits and consumer profile. This represents also the starting point for decisions making and for setting the 
marketing strategy. In done a field research regarding the Internet usage among the population of the Mures 
County, Romania, which had as main objective to identify patterns of Internet usage and to establish Internet  profile. 
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1. Introduction 
Given the fact that we live in a dynamic society, in which the consumer needs, and behavior is changing 
rapidly from one period to another and the products / services coming to meet these needs diversify a lot, 
information plays a critical role for most of us. 
As most of the authors agree, consumer behavior is a major objective for organizations because of the way 
this modifies influences their present and future Ciucan-Rusu, 2011. Enterprises will struggle to know the way 
buyers think and act, in the desire to develop strategies that ensure demand for their products / services and for 
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having an advantage in the competitive environment. 
When we want to make a market research we  
requirements but their wishes and aspirations as well, because this things can have a major importance for the 
enterprises Gabor, 2007. 
Lately, due to the unprecedented development of the Internet, the society has experienced major changes 
regarding the informational environment propagation. On the one hand, companies had to adapt to the 
technological progress and had to redefine their business Vasiliu, et all, 2012. On the other hand, the Internet, 
due to its advantages, has become the most commonly used environment for communication and information. 
Because the Internet does not take into account the constraints of space and time, communications are gaining 
ground and the information travels faster and farther than ever before. Things that were unthinkable a few years 
ago, now became real, businesses are concluded, decisions are made and transactions are completed in a 
fraction of time. The impact of the Internet in everyday life of both companies and ordinary citizens is 
increasingly higher; the network has grown exponentially, the number of Internet users increased with over 
500% between 2000 and 2011. 
 
Fig. 1.  Number of Internet users in the world 
The international statistics provided by Internet World Stats shows that currently about 30% of the world 
population and 40% of our country population is using the Internet to search information, to purchase various 
products or just for fun.  realized a marketing research which aims to first identify the 
preferences, consumption habits and profile of Internet users, and second the online purchasing behavior 
characteristics, factors that are influencing the purchasing decision and the importance of the online 
environment among population of Mures County. 
2. Methodology 
The research conducted for this paper was a quantitative one, consisting in a statistical survey based on a 
questionnaire. 
The research involved going through five stages Kotler, 2008 as follows: 
 Defining the problem and the research objectives - as I mentioned before, research focused on the Internet 
usage among population of Mures County. The main objectives of the study were: 
 Identify patterns of the Internet usage, how often, when, for what, time spend on the Internet, the place 
from where they access the Internet; 
 Identify the users profile; 
 Identify the characteristics of online purchasing behavior whether they are buying, from where, what, 
how do they pay, which method of delivery they preferred; 
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the factors that influence the online purchasing decisions;
Identify the attitudes and perceptions regarding the online environment if they trust in the online 
environment, how satisfied are they, which is the Internet influence / if they are or not dependent,
Internet / social networking statements.
Development of the research plan - this stage involved making decisions about data sources, research
methods, research tools, sampling and methods of contacting respondents.
So, for primary data collection I used a questionnaire administered by the operators, that was pre-tested on a 
sample of subjects. In the survey, questions were formulated according to the objectives and purposes of the
research and more types of questions were used: factual questions, closed questions with only one answer,
closed questions with multiple answers, test questions, etc Ciucan-Rusu, et all, 2011. The questionnaire
includes questions that used Likert scale, Stapel scale, semantic differentiator, appreciation scale, etc.
used questions with common language, I avoided the words with multiple meanings, to be sure that certain
questions are understood as intended. Among the variables related to socio-demographic characteristics of the
sample we used the following: the gender of respondent, age, nationality, marital status, place of origin, studies,
employment status, monthly income of the respondent. Because I wanted to have a representative sample, I
applied a mixed sample, i.e. stratified random sampling survey and probability sampling, and I try to cover all
types of Internet users, grouped according to certain socio-demographic characteristics.
Data collection was conducted in areas with high traffic intensity, the distribution of respondents being
influenced by their availability to complete the questionnaire. The sample included 500 people, both urban
and rural, potential Internet users, and data collection was conducted over a period of 10 days.
Data analysis one of the important steps was to check the questionnaire filling level and treatment of non-
response. For the data processing stage I used SPSS software, which is one of the most popular solutions for 
data analysis Stavarache, 2005. For interpreting the results I used Microsoft Excel. In the future I will
complete my research with a more complex analysis to see if there are some correlations between the
variables of the study.
Findings/Conclusions the study led to some concrete results that traces some trends of the Internet usage
and which will be presented in what follows.
2.1The presentation of the sample used in the research
The sample included a number of 500 respondents, which has a structure figure 2 based on their place of 
origin, whether it is urban or rural. The objective was to have questionnaire distribution that is proportional
with the real situation of the Internet users from both urban about 70% and rural about 30% environments.
Fig. 2. Place of origin
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As it can be seen in the figure above, 66% of respondents come from urban areas, while only 34% of them 
come from rural areas. Further I will present the structure of the sample according to the socio - demographic
characteristics.
The structure of the sample by gender is almost equal, i.e. 49.6% female and 50.4% male, according to
figure 3a. Regarding the marital status of respondents, most of them are unmarried, i.e. 53.6%, followed by 
those who are married 35.3%. The least of them are living in free union or are divorced or widowed, according 
to figure 3b.
Fig. 3 (a) Gender (b) Marital status
In the sample of respondents are represented all categories of occupations identified as initial target, mostly
students 114, followed by employees with average education 105 and employees with higher education 98, as
shown in figure 4.
Fig. 4. - Occupation
The sample structure according to nationality, groups the respondents as follows: Romanian users 75.1%, 
22.6% Hungarian users, 0.7% German users and 1.6% other nationalities i.e. French, Moldavian and Roma, as
shown in figure 5a.
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. 5 (a) Nationality (b) Age
Regarding the sample structure by age, the majority of respondents were aged between 21 and 30 years
43.5%, followed by those aged between 31 and 40 years 24.8%, those under 20 years 14.6%, those between 41
and 50 years 12.9% and the least 4.2% were those aged over 51 years fig. 5b.
3. Findings
The first results presented refer to the percentage of Internet users among respondents. As shown in figure 7,
85% of survey participants are Internet users, while only 15% of them use the Internet.
Fig. 6. Percentage of Internet users
Regarding the frequency of the Internet usage Figures 8a, 8b, the majority of respondents 61.9% use the 
Internet daily, followed by those who use it several times a week 25.9%, a few times per month 8.9% and less 
frequently 3.3%.
Approximately one third of respondents 33.6% spend in average between 1 and 3 hours daily on the 
Internet, followed at short distance by those who spend between 30 minutes and one hour 28.5%. Fewest
respondents 8.9% said they spend less than 30 minutes daily on the Internet.
Figure 7 (a) Frequency of the Internet usage (b) Time spent on the Internet
Regarding the reason of using the Internet, as shown in figure 9, more than half of the respondents use the 
Internet for entertainment movies, music, etc. - 51.1% and for online shopping - 50.6%, followed by those who 
use social networks 44.2% and chat 42.8%.
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Fig. 8. The reason of using the Internet
Another item of interest concerns the process of buying online fig. 12 and 13. 52% of respondents had
purchased something online at least once, while the rest either did not buy 43.8%, either they ember
4.2%.
Figure 9 (a) Online shopping (b) Important criteria in online shopping
An important aspect of online shopping, which is among the objectives of this study, relates to the 
importance of certain criteria in making purchasing decision. After analyzing the responses, the most important 
criteria in the decision of buying online is the price, followed by warranty, brand, product features and 
promotions.
4. Conclusions
Because there is a direct connection between the level of information and economic development, and 
because the power of the information is obvious, we can say that the evolution of IT&C information technology
and communication is an opportunity for both businesses and consumers. Internet and implicitly the online
transactions importance is increasingly higher, 85% of survey participants being Internet users and more than 
half of them making at least once online shopping.The Internet users profile, according to the realized study
looks like this: male, single, from urban area, aged between 21 and 30 years old, student. Most of the
respondents use the Internet for entertainment movies, music, etc.. - 51.1%, online shopping - 50.6% and social 
networking 44.2% / chat 42.8%, while fewer of them use the Internet for internet banking 5.2% and paying
bills 13.2%. In the online environment, the most important criteria influencing the purchase decision is price,
warranty and brand.
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